ABSTRACT
Introduction
Researchers have pointed out that companies are missing out on the lucrative female market because they still think women will buy any gadget as long as it's pink. The Boston Consulting Group emphasis the need to focus on the female consumer markets and reports that female markets contribute an estimated $20 trillion in annual consumer spending worldwide. It is observed that with more women earning higher-education degrees than men and starting new businesses at a faster rate, women's earning power is growing faster than men's. The evidence that women now make up more than half of Twitter users and Facebook subscribers points the need to address the markets in a planned way. . These facts, emphasize the need for marketers to concentrate on the largely ignored female consumer markets.
Need of the study
The marketing environments today have transformed to increasingly dynamic, vibrant and competitive with the customers being smarter, informed and bestowed with numerous product choices. These changes make it imperative for the marketer to aim for a comprehensive appreciation of consumer needs in the wake of increasingly saturated markets and severe competition. The organization's success in the markets depends on offering differentiation among the brands and on sustaining long-term relationships with stakeholders. The chances of achieving objectives and goals are greater when a company has an effective marketing strategy in place. It is not far-fetched to suggest that marketing strategies are the blood line of any business and that a company's long-term goals are dependent on their efficacy. The opportunities for companies, which are willing to recalibrate how they understand the female consumer, lie in women's dissatisfaction. In this present scenario, this current study aims at understanding the factors that influence the female consumer retail format preferences.
Literature Review
Weatherhill (1986) stressed the different cultural and material values between men and women in the late seventeenth and early eighteenth centuries. She pointed out that the differences between men and women shown here are indicative of deeper differences in attitudes and behavior that are not well documented and are therefore "hidden from history."
Leszczyc and Timmermans (1997) reports on an empirical investigation of patronage behavior, store loyalty, and store switching for grocery shopping in Missouri, using scanner panel data. The results of the study indicate that there may be sociodemographic segments that differ in shopping behavior in several important ways. Double-earner households concentrate their shopping activity in time and space, are the most loyal, shop the least, and spend the most per trip. Single-earner households represent the heavy shopper segment and are least loyal.
Leela rani et al (2008)
This study examined how consumers' attitude towards retail stores gets affected by situational, consumer, store and product characteristic variables when they face out-of-stock situations from a sample of 1,207 retail customers in India's unorganized retail sector across five product categories in Varanasi, India. It was found that shopping attitude of respondent, store loyalty, perceived store prices, store distance, shopping frequency, and brand loyalty significantly influenced consumers' attitude towards retail store in out-of-stock
Methodology
The study is descriptive and exploratory in nature and based on the empirical survey using a structured questionnaire of 408 female respondents. Both primary and secondary sources of data were used in the study. The investigation covers sample randomly selected from different regions and female consumers of various demographics in and around twin cities of Hyderabad. Factor analysis was conducted to identify the various factors that influence the female consumer retail choice preferences. Demographic profile of the respondents: Table 2 presents the type of the retail format visited by respondents. Rs.1000-Rs3,000
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Payment method often used
Fourteen questions relating to factors influencing the retail outlet choice were factor analyzed. The analysis yielded four factors explaining a total of 59.266% of the variance for the entire set of variables. Factor 1 was labeled Accessibility and availability to prefer a retail outlet due to the high loadings by the following items: availability of more variety of products, convenience of parking, convenient timings and reasonable prices. This first factor explained 33.35% of the variance.
The second factor derived was labeled Promotional offers. This factor was labeled as such due to the high loadings by the following factors: Redemption of discount coupons /gift vouchers, special promotion offers. The variance explained by this factor was 10.605%. The third factor identified was Customer connect. The items in this factor are social media interaction with stores, VIP Benefits i.e. lounges, refreshments etc, sales associates with deep knowledge of the product, and inviting store ambience. This factor explained the variance of 7.879%.
The fourth factor derived was labeled Convenience. The items in this factor were fast checkout, low price products, close to where you live.
Kaiser-Meyer-Olkin measure of sampling adequacy varies between 0 and 1, and values closer to 1 are better. A value was 0.846 is measured for this data. For Factor Analysis to be recommended suitable, the Bartlett's Test of Sphericity must be less than 0.05. The overall significant of the correlation matrix was 0.000, which proves that the factor analysis was suitable.
Findings
1. Majority of the respondents were within the age group of 15-35 years and completed their graduation. 2. Majority of the respondents were students and unmarried. 3. Majority of the respondents are from a family size of 4 members. 4. 88% of the respondents were Hindus. 5. The mostly visited retail format was Shopping malls / super markets followed by neighbourhood stores and specialty stores. 6. Most of them pay by cash for neighbourhood stores and debit/ credit card for other formats of super markets, specialty stores and internet banking. 7. Four factors that influence female consumer retail choice were extracted from the factor analysis. They were Accessibility & availability, Promotional offers, Customer connect, and convenience.
Managerial Implications
From the above findings, it is understood that young female consumers chose their retail choice mostly on the basis of Accessibility & Availability followed by promotional offers, Customer connect and Convenience. The factors derived will be useful for the managers to segment and target the consumers based on their preferences. With the evolving tastes and preferences the consumer markets are becoming more complex. The above study indicates that different segments are emerging and the need to address the retail marketing strategies in order to satisfy the different segments is growing at faster rate.
